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FINANCIAL HIGHLIGHTS 




1959 

1958 

Net sales. 

$66,314,185 

$59,368,371 

Not income. 

Per share of stock. 

$ 4,030,004 

7.02° 

$ 3,568,308 

6.28 

Dividends paid. 

Per share of stock. 

$ 2,310,691 

4.00 

$ 2,251,888 

4.00 

Earnings retained in the business. 

Per share of stock. 

$ 1,719,313 

3.02® 

$ 1,316,420 

2.28 

Working capital. 

Per share of stock. 

$16,480,649 

28.17 

$16,622,021 

29.26 

Stockholders’ equity. 

Per share of stock. 

$30,313,241 

51.81 

$27,006,108 

47.54 

Shares outstanding. 

585,071 

.567,996 

Number of stockholders. 

° Per share figures based on average shares outstanding during year. 

5,451 

5,219 
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To the Shareholders 


It is our pleasure to report that 1959 was a 
highly successful year for your Company, not 
only in terms of new record highs in sales and 
earnings, but also in the achievement of several 
major operational objectives in marketing, re¬ 
search, and production which has strengthened 
our position in the beauty, grooming, and health 
products field. 

The financial picture was bright with net sales 
climbing to a new peak of $66,314,185 in 1959, 
and net income after taxes exceeding the $4,000,- 
000 level for the first time in the Company’s 
history. 

With an eye on the future, a modern "family 
look” was created for the entire Pond’s product 
line through a carefully planned package re¬ 
design program calculated to elevate the Pond’s 
image. The Pond’s beauty products line was also 
strengthened by the introduction nationally of 
Moisture Base, a new face cream. 

In its first year under the management of 
Chesebrough-Pond’s Inc., our Prince Matchabelli 
subsidiary exceeded all expectations with a 23 
per cent sales increase as compared with the 
previous calendar year. Late in the year, a com¬ 
plete line of high quality eye cosmetics was added 
to the Prince Matchabelli beauty line-up through 
the acquisition of The Aziza Corporation of 
America. 

We also moved to broaden our share of the 
cold products market through the national in¬ 
troduction of two new products, a medicated 
aerosol vaporizer, and an antibiotic throat 
lozenge, under the respected Pertussin brand 
name. 

Expansion plans for our production and ware- 

Chairman , Board of Directors 



Mr. Richardson Mr. Straka 


housing facilities at Clinton, Conn., were revised 
to make room for the Prince Matchabelli and 
Seaforth products acquired late in 1958, in addi¬ 
tion to the originally planned integration of all 
"Vaseline” brand production facilities. By the 
year-end, products previously manufactured at 
the Company’s plants at McKees Rocks, Pa., and 
Perth Amboy, N. J., and at a leased plant at 
Bloomfield, N. J., were rolling off the Clinton 
production lines. 

Another essential investment in the future of 
the Company was made through major expan¬ 
sion of our laboratory facilities at Clinton, which 
permitted a 50 per cent increase in our research 
and development staff. 

International operations during 1959 made a 
strong contribution to the Company’s profit pic¬ 
ture with both sales and earnings reaching new 
highs. 

Substantial sales and profit gains in England, 
Africa, India, Mexico, Venezuela, and Spain 
played an important role in our overseas results. 

Overseas expansion included the establishment 
of a West African Branch with headquarters in 
Lagos, Nigeria to manage our business in Nigeria 
and Ghana; the beginning of manufacturing op¬ 
erations in Thailand; and the organization of a 
Brazilian subsidiary company to set up our own 
manufacturing and sales organization in that 
country. 

Judging from the accomplishments of the 
Chesebrough-Pond’s organization in 1959, we 
face 1960 with high expectations, and the hope 
that the political-economic events of the year will 
provide a favorable climate for our continued 
growth. 
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REVIEW OF THE YEAR 


Financial 

Both sales and earnings continued to establish 
new highs in 1959 as they have each year since 
the merger. Earnings registered a 13 per cent 
gain despite substantial non-recurring costs in¬ 
curred in connection with the Company’s domes¬ 
tic program of plant consolidation, new product 
introduction, and packaging re-design. 

Sales 

Net sales reached a new record at $66,314,185 
in 1959, rising 11 per cent above 19.58 sales of 
$59,368,371. 

A major portion of the over-all sales increase 
was accounted for by the Company’s Interna¬ 
tional Division and the recently acquired Prince 
Matchabelli and Seaforth product lines. Sales of 
the Company’s Domestic Division showed moder¬ 
ate gains. 

Overseas sales increases reflected generally 
good business throughout the Company’s world¬ 
wide markets. 

The domestic sales rise was in large part due 
to the national introduction of several new prod¬ 
ucts, the marketing of the Seaforth men’s toilet¬ 
ries line acquired late in 1958, the packaging 
re-design of the entire Pond’s line of beauty 
products, and a new sales high for Vaseline 
Petroleum Jelly. 

Sales of Prince Matchabelli perfumes and 
fragrances exhibited a healthy response to the 
increased marketing support provided in its first 


year under Chesebrough-Pond’s management. 
Major factors behind its sales increase were the 
unique theme and higher frequency of its new 
national advertising campaign, and re-styling of 
many packages in the line. 

No portion of the sales of Aziza eye cosmetics, 
acquired by the Company late in 1959, are in¬ 
cluded in the 1959 sales figures. 

Earnings 

Net income for 1959 exceeded the four million 
dollar level for the first time in the Company’s 
history, reaching a new high at $4,030,004, a 13 
per cent gain over net income of $3,568,308 in 
1958. 

Earnings per share increased to $7.02 based 
on the average shares outstanding during 1959, 
compared to $6.28 per share on 567,996 shares 
outstanding at the end of 1958. 

The Company’s net income increase in 1959 
was due principally to higher earnings from over¬ 
seas operations, which registered a 38 per cent 
gain over 1958 profits. 

Domestically, and for the Prince Matchabelli 
subsidiary, earnings absorbed substantial non¬ 
recurring expenditures resulting from the Com¬ 
pany’s plant consolidation and expansion program 
in which the facilities from three Eastern plants 
(McKees Rocks, Pa., Perth Amboy, N. J., Bloom¬ 
field, N. J.) were relocated at our expanded and 
modernized plant at Clinton, Conn. 

This production integration and plant expan¬ 
sion program was the largest endeavor of this 
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SALES MILLIONS OF DOLLARS 

75 


kind ever undertaken by our Company. The over¬ 
all program not only included the structural 
addition of 115,000 square feet to our Clinton 
plant, but also called for the complete moderni¬ 
zation of all our equipment and facilities at that 
location. 

These non-recurring expenditures involved: the 
moving and re-installation of production equip¬ 
ment from McKees Rocks, Perth Amboy, and 
Bloomfield to Clinton; scrapping of obsolete 
equipment and replacement with modern ma¬ 
chinery capable of meeting future production re¬ 
quirements; termination payments to employees; 
lower productivity during new employee training 
periods; idle plant costs. 

Other non-recurring expenses of 1959, which 
may be expected to exert a favorable influence 
on future operations, were for the introduction 
nationally of three new products (Ponds Mois¬ 
ture Base, Pertussin Medicated Vaporizer, Per¬ 
tussin Antibiotic Throat Lozenges), and the crea¬ 
tion of new packaging and labeling for all the 
Pond’s beauty products. In addition, certain ex¬ 
penditures were made to streamline the Seaforth 
men’s toiletries product line, and to develop a 
market-tested Seaforth advertising approach for 
1960. 

Dividends 

Regular quarterly dividends of 750 per share, 
and an extra year-end dividend of $1.00, totaled 
$4.00 per share for the year, and extended the 
Company’s unbroken dividend payment record 
to 77 years and 493 payments. 



NET INCOME MILLIONS OF DOLLARS 
5 
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DOMESTIC PRODUCTION 


Completion of the Company's domestic pro¬ 
duction integration and plant expansion program 
in 1959 was a tremendous undertaking. It could 
not have been accomplished successfully without 
the outstanding efforts of the Company's trained 
employees and supervisory personnel at Clinton, 
Conn., nor the loyal cooperation of its employees 
at the three other plants where production was 
terminated. 

In accordance with carefully planned sched¬ 
ules, operations were terminated line-by-line at 
McKees Rocks, Pa., Perth Amboy, N. J., and 
Bloomfield, N. J., and the equipment moved or 
replaced for installation at the expanding Clinton 
plant. 

Warehouse and shipping space first had to be 
increased by the addition of a spacious new wing 
at Clinton, and then adequate inventories of all 
products affected by the integration program were 
stockpiled. 

New employees were trained to take over 
the newly-established “Vaseline” brand, Prince 
Matchabelli, and Seaforth production lines with 
a minimum loss of productivity. 

During all of this activity, the physical expan¬ 
sion of the Clinton facilities continued at full 
speed with construction crews working side-by¬ 


side with production personnel. Virtually every 
pipe, wire, light fixture, telephone, and equip¬ 
ment installation had to be replaced or relocated. 

The results, as illustrated by the photographs 
on these pages, were quite satisfactory. 

By the year-end, production lines staffed by 
fully-trained personnel were filling the new ware¬ 
housing space with Vaseline Petroleum Jelly, 
Hair Tonic, Cream Hair Tonic, Lip-Ice Balm, 
Camphor Ice, and Seaforth, Prince Matchabelli, 
Polyderm, Simonetta, and Black Watch products, 
as well as the numerous Pond's products which 
were previously manufactured at Clinton. 

In addition, a highly technical production force 
was trained, and a completely sterile area con¬ 
structed and equipped for the preparation of 
Vaseline Sterile Petrolatum Gauze, which was 
formerly manufactured at McKees Rocks. 

At the same time, all Pond's production facili¬ 
ties were modernized, and shipping facilities im¬ 
proved by the construction of a 12-car, all-weather 
freight train siding, and a modern, enclosed truck 
dock. 

The new consolidated plant is now functioning 
successfully, representing a tremendous step for¬ 
ward in our Company's modernization plan. 



No hospital operating room is more 
surgically clean than this Vaseline Sterile 
Petrolatum Gauze production room. 



Millions of bottles of Vaseline Hair Tonic 
move along these lines in soldierly 
fashion to automatic packaging machines. 


6 















Accurately compounded Prince Matchabelli fragrance products 
flow through controlled meters to the filling line. 



Right: Jars of chilled Pond's cream 
flow to the auto¬ 
matic capping machine. 


Left: Mixed orders of Prince 
Matchabelli products are 
quickly assembled at the “ pick- 
and-pack” warehouse area. 
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DOMESTIC MARKETING 



Above: This Wind Song 
ad is Prince 
Matchabellis new 
approach to selling 
its fragrances. 


The Ponds 
“Passport to Paradise” 
promotion resulted 
in prime window 
and counter displays. 




During 1959 domestic marketing operations 
were focused on the creation of new consumer 
and trade images for the five major brands mar¬ 
keted by Chesebrough-Pond's and its Prince 
Matchabelli subsidiary. 

Foremost in these marketing goals for the year 
was the development of a modern, high quality, 
high fashion concept for the Pond's line of beauty 
preparations. 

The first step in the program was the creation 
of a new “family look” for the entire Pond's line. 
Every product in the line was given an attractive 
new package, and new labeling was designed 
which served to make any Pond's product in¬ 
stantaneously recognizable as a member of the 
Pond's family of beauty products. 

Once the new packaging and labeling had 
established a family relationship for the line, 
every possible effort was made to convince re¬ 
tailers to display and sell Pond's products as a 
line rather than as single products. This was 
accomplished by setting up permanent Pond’s 
display stands in retail outlets, and through spe¬ 
cial promotions which placed pre-packed display 
cases in peak traffic lanes of major drug stores, 
supermarkets and variety stores. 

During the last half of 1959 Pond's products 
were supported by the most successful consumer- 
trade contest promotion in the Company’s his¬ 
tory. Called “Passport to Paradise”, it offered 
prize trips to Paris to consumers who filled out 
entry blanks available at merchandise display 
stands at retail stores. Wholesalers and retailers 
were also given prize trips to Paris with the re¬ 
sult that more special displays of Pond's products 
were set up in retail stores than ever before. 

Advertising for Pond's products capitalized on 
the French influence of the “Passport to Para¬ 
dise” contest by concentrating on fashion coordi¬ 
nation between the 1959 women's fashions and 
Pond's make-up items. A CBS radio special from 
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France featuring Maurice Chevalier was used to 
introduce the contest. 

Sharing in all of these promotional efforts for 
Pond’s was new Moisture Base Face Cream, which 
was introduced nationally earlier in the year. 

The most spectacular individual sales increase in 
the Pond’s line was rung up by Angel Face Com¬ 
pact Make-up as a result of a new fashion-coordi¬ 
nated shade concept. This new shade coordination 
concept created widespread consumer interest due 
to continuous national advertising and sales pro¬ 
motional and packaging follow-through. 

Strong advertising support and aggressive 
point-of-sale merchandising efforts by the do¬ 
mestic sales force carried Vaseline Petroleum 
Jelly sales during 1959 to the highest level in the 
history of the Company. Major contributions to 
the sales rise were increased advertising fre¬ 
quency on the Company’s six daytime network 
television programs, and constant efforts by our 
salesmen to secure prime display space for Vase¬ 
line Petroleum Jelly in important retail outlets. 

Vaseline Hair Tonic sales were favorably in¬ 
fluenced by the development of an entirely new 
advertising campaign started in the fall of 1959, 
based on the product’s competitive advantages 
over other hair tonics in view of marketing 
research indications that most men use water 
on their hair. The new advertising message sup¬ 
ports claims that Vaseline Hair Tonic is the only 
preparation that does a good hair grooming job 
in conjunction with water. 

Pertussin, the well known cough syrup brand 
name acquired by the Company in 1956, was ex¬ 
panded from a single product into a line of three 
proprietary cold products in 1959 by the national 
introduction of the Pertussin Medicated Vapor¬ 
izer, and Pertussin Antibiotic Throat Lozenges. 
The Medicated Vaporizer, a new concept in cold 
medications, is a push-button aerosol spray which 
brings fast relief to nasal congestion of colds, flu, 
sinus, and havfever. The Throat Lozenges com¬ 


bine antibiotic, antibacterial, anaesthetic, and an¬ 
tihistamine ingredients to bring relief to sore 
throats. Headed by Pertussin Cough Syrup, the 
new Pertussin brand line with two new products 
gave every indication of widespread consumer ac¬ 
ceptance, and an increased share of the cold rem¬ 
edy market during the onset of the cold season late 
in 1959. 

The past year for Seaforth men’s toiletries 
products was a year of re-organization, stream¬ 
lining, and market planning for 1960. The entire 
brand line was analyzed, all but high sales poten¬ 
tial products eliminated, and sizes, packaging, 
and prices standardized. Special seasonal gift 
packages were reduced to the minimum number 
for profitable turnover. A new advertising theme 
was developed and market tested, and will be used 
as the basis for our 1960 advertising campaign. 

Marketing operations for the Company’s Prince 
Matchabelli subsidiary included the development 
of new packaging, new products, and continuous 
national advertising. 

The Prince Matchabelli print ad campaign in 
leading magazines was built around an entirely 
new approach to perfume advertising. The focal 
point of all the ads was a thoughtful, attractive 
man. The copy message, directed to women, in¬ 
dicated that Prince Matchabelli fragrances will 
make men remember them. 

An acquisition of great importance to the 
Prince Matchabelli operation was made late in 
1959 when Chesebrough-Pond’s purchased the 
Aziza Eye Cosmetics Division of Mauvel Ltd. 
Pronounced A-Zee-Za, this quality line of eye cos¬ 
metics is being merged into the Prince Matcha¬ 
belli operation because of similarities in merch¬ 
andising policies and retail outlets, and because 
it adds a new dimension to the Prince Matchabelli 
perfume and fragrance business. 

The Aziza product line includes: mascara, eye 
shadow, eye creme, eye and eyebrow pencils, eye¬ 
lash curlers, and other eye cosmetic items. 
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RNATIONAL OPERATIONS 


The Company’s international operations ex¬ 
panded considerably in 1959, both in sales in¬ 
creases from most of our overseas market areas, 
and in the establishment of new manufacturing 
and distributing facilities in several countries 
which we believe will offer profitable opportun¬ 
ities for the future. 

The scope of Chesebrough-Pond’s international 
operations covered the distribution of our prod¬ 
ucts in 133 countries, and local manufacturing of 
our products in 48 of these markets. 



Three basic types of operations were used to 
conduct the Company’s business abroad. In 
Argentina, Australia, Canada, the Central African 
Federation, England, India, South Africa, Uru¬ 
guay, and Venezuela, the Company’s subsidiaries 
or branches both produced and marketed Chese- 
brough-Pond’s products. An addition was made 
to this group in 1959 when a new Brazilian sub¬ 
sidiary company was organized for the purpose 
of establishing a Company-operated plant and 



Above: Flanked by his executive staff , 
Chesebrough-Pond\s Australian manager 
holds a planning conference at 
the Melbourne plant. 


A Malayan consumer examines a jar of 
Vaseline Hair Cream in Singapore. 
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sales organization in this high potential market 
area. 

In 40 other countries we utilized the manufac¬ 
turing facilities and sales forces of local agents 
to produce and sell our products, and in several 
of these countries we found it advantageous to 
establish subsidiary companies or branch opera¬ 
tions to coordinate the activities of our manufac¬ 
turing and distributing agents. 

For example, we have a subsidiary company 
in Geneva, Switzerland, which is responsible for 
our business in Continental Europe. We also have 
resident managers to handle our business in 
Spain, Japan, and Mexico. During 1959, a West 
African Branch was set up in Nigeria to help 
establish local manufacturing in that country and 
in Ghana, and a branch was opened in Bangkok, 
Thailand, where manufacturing operations were 
started in 1959. 

In the remaining 85 of our world markets, the 


Company works through distributing agents who 
sell Chesebrough-Pond’s products which gener¬ 
ally are supplied from the nearest Company- 
operated manufacturing facility. 

All production, purchasing, research, and mar¬ 
keting activities are coordinated by the head¬ 
quarters organization of the Chesebrough-Pond’s 
International Division in New York. For purposes 
of headquarters coordination, the Company’s 
overseas markets are divided into four world 
areas, each under a vice president of the Inter¬ 
national Division. 

In the past several years the Chesebrough- 
Pond’s Annual Report has shown pictures of our 
production and marketing operations in Africa, 
Latin America, and England. In this 1959 Annual 
Report we are featuring photographs from Aus¬ 
tralia and the Far East which we believe will give 
an indication of the nature of our operations in this 
well-populated section of the world. 



A typical store scene in Bombay where 
Chesehrough-FoncTs products are on display. 
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RESEARCH 



Vaseline Sterile Petrolatum 
Gauze is tested for sterility 
at the micro-hiological lab. 


Research on human hair 
is conducted at 
another Clinton laboratory. 



Research is an integral part of the Chese- 
brough-Pond’s operation, and, during 1959, the 
expansion of the Company’s research facilities 
and staff at Clinton, Conn., more than kept pace 
with the expansion of the Company’s production 
and marketing operations. 

Eight new laboratory facilities were established 
at Clinton where the Research Department 
tripled its physical space by taking over an entire 
floor of the main wing, and increased its tech¬ 
nical staff by 50 per cent. 

The increase in research facilities was only 
partially necessitated by expansion of quality 
control operations to oversee production of the 
newly-integrated “Vaseline” brand, Prince Match- 
abelli, and Seaforth product lines. 

Actually, the major portion of the new facili¬ 
ties are devoted to the expansion of applied and 
fundamental research projects. New laboratories 
were set up for research on face powder, lipstick, 
medicinal products, new product and packaging 
development, as well as for basic research. 


This automatic balance is used to speed up work 
in the analytical laboratory. 



One of the most interesting laboratories set up 
during 1959 is the micro-biological lab which 
keeps a check on the sterility of the Vaseline 
Sterile Petrolatum Gauze now produced at Clin¬ 
ton, and carries out other projects involving bac¬ 
teriological research. 

As a result of the expansion of our research 
staff and facilities in 1959, we anticipate im¬ 
portant contributions to the competitive strength 
of the Company in terms of the development of 
popular new products and the maintenance of our 
reputation for quality. 



Staff members discuss a technical matter in Beauty and brains in the laboratory, 

the research library and conference room. 


















FINANCIAL STATEMENTS 




AND SUBSIDIARIES 

CONSOLIDATED INCOME and EARNED SURPLUS 

Year Ended December 31, 



1959 

1958 


$66,314,185 

$59,368,371 

Cost of products sold. 

25,382,827 

21,869,490 

Gross profit. 

40,931,358 

37,498,881 

Selling, advertising and administrative expenses. 

33,865,995 

30,869,670 

Income from operations. 

7,065,363 

6,629,211 

Other income: 



Royalties. 

435,042 

502,863 

Interest and dividends. 

129,602 

142,413 

Miscellaneous — net. 

68,997 

(98,179) 


633,641 

.547,097 

Income before provision for taxes on income .... 

7,699,004 

7,176,308 

Provision for federal and foreign taxes on income. 

3,669,000 

3,608,000 

Net income for the year. 

4,630,004 

3,568,308 

Earned surplus, beginning of year. 

20,505,748 

19,189,328 


24,535,752 

22,757,636 

Dividends paid ($4.00 per share). 

2,310,691 

2,251,888 

Earned surplus, end of year. 

$22,225,061 

$20,505,748 


See notes to financial statements. 












































CONSOLIDATED 


ASSETS 


Current Assets: 

Cash. 

Marketable securities, at cost which approximates market. . 

Accounts receivable. 

Inventories, at lower of cost or market. 

Total current assets. 

Investments and Other Assets, At Cost: 

Subsidiaries not consolidated. 

Other. 


Property, Plant and Equipment, At Cost: 

Buildings and equipment. 

Less depreciation and amortization . . . 

Land. 

Total property, plant and equipment 

Notes Receivable — Stock Purchasing Plan 

Deferred Charges. 

Trade-Marks and Goodwill, At Cost . . . 


December 31, 


1959 

1958 

$ 6,704,616 

$ 6,526,465 

310,262 

1,731,996 

8,563,119 

8,326,705 

10,228,357 

9,086,7&4 

25,806,3.54 

25,671,930 

96,000 

96,000 

158,300 

175,073 

2.54,300 

271,073 

14,248,960 

11,739,384 

5,076,014 

4,561,871 

9,172,946 

7,177,513 

561,591 

544,498 

9,734,537 

7,722,011 

536,009 

.507,056 

1,099,289 

872,968 

2,337,894 

1,066,479 

$39,768,383 

$36,111,517 


See notes to financial statements. 
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AND SUBSIDIARIES 


7t£. 


BALANCE SHEET 


LIABILITIES 

December 31, 



1959 

1958 

Current Liabilities: 

Accounts payable and accrued liabilities. 

Federal and foreign income taxes. 

Total current liabilities. 

... $ 5,572,743 

. . . 3,752,962 

. . . 9,325,705 

$ 5,182,795 

3,867,114 

9,049,909 

Deferred Executive Incentive Compensation. 

. . . . 129,437 

55.500 


Capital Stock and Surplus: 



Capital stock: 



Authorized — 750,000 shares, par value $10.00 per share 

Issued — 585,071 shares (1958 — 568,076 shares). 

5,850,710 

5,680,760 

Capital surplus. 

2,237,470 

822,994 

Earned surplus. 

22,225,061 

20,505,748 


30,313,241 

27,009,502 


Less — 80 shares of treasury stock, at cost. 

.... — 

3,394 

Total capital stock and surplus. 

.... 30,313,241 

27,006,10S 


$39,768,383 

$36,111,517 


See notes to financial statements. 
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NOTES TO FINANCIAL STATEMENTS 


1 Consolidated foreign operations 

The consolidated balance sheet at December 
31, 1959 includes net assets of $12,358,322 for 
subsidiaries and branches in foreign countries. 
In general, fixed assets are included at approx¬ 
imate rates of exchange at dates of acquisition. 
All other assets, liabilities and operating ac¬ 
counts, except depreciation, are included at 
the approximate year-end rates of exchange. 
The statement of consolidated income in¬ 
cludes net income for the years 1959 and 1958 
amounting to $2,315,391 and $1,674,419 re¬ 
spectively, pertaining to operations in foreign 
countries. 


2 Investment in subsidiaries not consolidated 

The Company’s investment in wholly-owned 
subsidiaries not consolidated consists of 
$69,684 in an Argentine subsidiary, $1,316 in 
a Dutch subsidiary and $25,0(X) in a United 
States subsidiary corporation operating only 
in Japan. The operations and assets of the 
latter two are not significant. 

Based on audited financial statements, the net 
assets of the Argentine subsidiary, converted 
at the approximate year-end rate of exchange, 
amounted to $376,487 and $364,783 at Decem¬ 
ber 31, 1959 and 1958, respectively. Net in¬ 
come for the years 1959 and 1958 was $114,014 
and $170,195 before royalties and dividends 
due the Company. Royalties of $30,841 were 
received in 1959 and dividends and royalties 
of $167,618 were received in 1958 from this 
subsidiary. 


3 Executive incentive profit-sharing plan 

During 1959, $285,268 was charged to income 
under the provisions of the Executive Incen¬ 


tive Profit-Sharing Plan. As provided in the 
Plan $126,307 of this amount will be paid in 
1960 to the participating employees and the 
balance of $158,961 will be held for subse¬ 
quent distribution to such employees upon 
their retirement, death or termination of em¬ 
ployment. The undistributed amount is not 
currently deductible for Federal income tax 
purposes and has been shown in the balance 
sheet net of the tax applicable thereto. 

The foregoing amounts do not include charges 
to income aggregating $66,965 under plans 
for employees in certain foreign countries. 


4 Stock purchasing plan 

Under the provisions of the Stock Purchasing 
Plan, shares of capital stock may be sold to 
certain officers and administrative employees 
at a price per share equal to eight times the 
average earnings per share for the five years 
preceding the year in which sold. Payment 
may be made in installments over a period of 
five years and interest is payable on the un¬ 
paid balance. The purchaser may not dispose 
or take possession cf shares purchased for a 
period of five years from the date of the orig¬ 
inal contract. As of December 31, 1959, there 
remained 14,929 shares authorized to be sold 
under the Plan, subject to the condition that 
no more than 8,500 shares may be sold during 
any one calendar year. 


5 Stock option agreement 

At December 31, 1959 an option, granted dur¬ 
ing 1958 to Mr. Jerome A. Straka, is outstand¬ 
ing to purchase 10,000 shares of capital stock 
at $76.50 per share (95% of the market price 
on the date granted). The option expires on 
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February 18, 1968 and may be exercised as 
follows: (a) 4,000 shares on or after 18 months 
from February 19, 1958; (b) 2,000 additional 
shares on or after August 19, in each of the 

years 1960, 1961 and 1962. No portion of the ACCOUIlt&nt’S Report 

option lias been exercised. 


0 Capital surplus 

Capital surplus increased as follows: 

1.959 1958 

Excess of market over 
par value of 10,000 
shares of capital stock 
issued upon acquisi¬ 
tion of trade-marks 
and other assets . . $1,168,750 $ — 


Proceeds in excess of 
par value on the sale 
of 6,995 shares (1958— 
6,865 shares) of capi¬ 
tal stock under the 
Stock Purchasing Plan 

Proceeds in excess of 
cost on sale of 280 
shares (1958 — 5,980) 
of treasury stock . . 


245,105 226,133 


621 191,503 

$1,414,476 $417,641 


7 Depreciation and amortization 

Provision for depreciation and amortization 
charged to operations amounted to $663,055 
in 1959 and $574,752 in 1958. 


Arthur Young & Company 

Certified Public Accountants 


■65 BROADWAY 
NEW YORK 6 


The Stockholders 
Chesebrough-Pond's Inc.: 


We have examined the accompanying consolidated 
balance sheet of Chesebrough-Pond's Inc. and subsidiaries at 
December 31, 1959, and the related statement of consolidated 
income and earned surplus for the year then ended. Our 
examination, except as to certain foreign branches and 
subsidiaries whose net assets represent 16% of the consoli¬ 
dated net assets, was made in accordance with generally 
accepted auditing standards, and accordingly included such 
tests of the accounting records and such other auditing 
procedures as we considered necessary in the circumstances. 
As to the foreign branches and subsidiaries, we examined 
reports of other independent public accountants and the 
figures for such branches and subsidiaries included in the 
accompanying statements are derived from such reports. 


In our opinion, based upon our examination and upon 
the reports of other accountants, the statements mentioned 
above present fairly the consolidated financial position of 
Chesebrough-Pond’s Inc. and subsidiaries at December 31, 1959 
and the consolidated results of their operations for the year 
then ended, in conformity with generally accepted accounting 
principles applied on a basis consistent with that of the 
preceding year. 




-'r7* c ry 


March 7, 1360 
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FIVE YEAR SUMMARY 



AND SUBSIDIARIES 


Operations (in thousands of dollars) 


1959 1958 1957 1956 1955 

Net sales. $66,314 $59,368 $55,496 $51,504 $49,126 

Costs and operating expenses. 59,249 52,739 50,402 45,647 43,736 

Income before taxes. 7,699 7,176 5,782 6,433 5,938 

Income taxes. 3,669 3,608 2,670 3,394 2,967 

Net income. 4,030 3,568 3,112 3,039 2,971 

Shares outstanding. 585,071 567,996 555,231 549,611 547,456 

Earnings per share. $7.02° $6.28 $5.60 $5.53 $5.42 

Dividends paid per share. 4.00 4.00 4.00 4.00 4.00 


Year-End Financial Position (in thousands of dollars) 



1959 

1958 

1957 

1956 

1955 

Current assets. 

$25,806 

$25,672 

$22,163 

$21,805 

$22,512 

Fixed assets (net). 

9,735 

7,722 

7,223 

6,316 

5,222 

Other assets. 

4,227 

2,718 

2,674 

2,762 

1,182 

Total assets. 

39,768 

36,112 

32,060 

30,883 

28,916 

Current liabilities. 

9,325 

9,050 

7,260 

7,189 

6,011 

Working capital. 

16,481 

16,622 

14,903 

14,616 

16,501 

Stockholders’ equity. 

30,313 

27,006 

24,800 

23,694 

22,905 

Stockholders’ equity per share .... 

$51.81 

$47.54 

$44.67 

$43.11 

$41.84 


°1959 per share figure based on average shares outstanding during year. 
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